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School’s principals attract attention 
 
‘Hot for teacher’, “The principal problem’ and “Get real’ are three reactions to 
a recent advertisement for an exclusive girl’s school in Melbourne that 
appeared in Sunday Life. However, this advertisement did not intend to recruit 
future graduands for this school, “the school is almost full and is not seeking 
an influx of students” (Age, 20/8/07: ¶ 3). The advertisement featured a 
fashion magazine styled head-shot of the principal with a paragraph about the 
school but no contact details. 
 
Traditionally, school advertising has been based on a notion of ‘selling’ the 
school’s benefits. The comments in the Age (20/8/07: ¶ 3) described the 
advertisement as a departure from “check-how-big-our-gym-is” style of 
advertising typical to most schools. This campaign is a full page, full colour 
advertisement on page 20 of the Sunday colour feature, it contains a large 
photograph of the school’s principal under the school’s name and a paragraph 
about the school. The school argues it has a vision to “educate creative, 
independent thinkers with a strong sense of community”.  
 
Describing the school as responsible for producing girls who are “highly 
adaptive thinkers” and “effective citizens and leaders” the school sites its 
“outstanding VCE results” because of the “individual programs” it offers, the 
advertisement does not include any contact details, detailed information about 
the school’s programs or ‘calls to action’ typical of most school advertising. 
While the principal argues that the school is not seeking more students, the 
website advertises vacancies in three grades for 2008. The advertisement is 
also a significant departure from the school’s website which is more traditional 
in approach, featuring students involved in traditional classes, specialist 
classes (including music and sports) and around the school’s grounds. 
 
One wonders if this form of advertising which uses the principal to attract 
students is indicative of a change in school advertising. While it offers further 
evidence of the pressure on schools to attract attention, it does not seem to 
be popular with ‘consumers’ whose comments in the editorial section of the 
paper were (in the main) less than positive. All that is left is for us to watch 
this space. 
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